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Abstract 
The Evolution of MTV: From Music to Reality Programming 
Minting Zhao 
 
 
MTV revolutionized the world of music and television in the 80s and 90s, but the 
network had to shift its focus to reality programming in order to thrive in a highly competitive 
business. MTV successfully rebranded itself and gained ground among younger demographics 
with a variety of reality programs. The competition from both broadcast and cable channels has 
become heightened and 2013 was an extremely challenging year for MTV. The network had to 
conclude its most-watched series ever, Jersey Shore, after the show’s fourth and fifth seasons 
started showing signs of fatigue. The purpose of the thesis is to provide a brief discussion of the 
cable TV industry’s current competitive landscape, a thorough analysis of MTV’s current 
programming strategy, and recommendations for the network’s programming strategy going 
forward. In order to gain the in-depth knowledge required for the thesis, a qualitative research 
methodology was utilized with comparisons of MTV and several other competitors’ schedules 
and ratings, and a thorough analysis of MTV’s current programming strategy. Although MTV has 
not launched enough hits after the conclusion of Jersey Shore, 2013 Nielsen ratings reports 
indicate that MTV is still one of the dominating cable networks among younger demographics, 
especially within the female 15-24 group. In order to offset the loss of Jersey Shore and continue 
to dominate the millennial generation, the network needs to not only strengthen its primetime 
programming but also increase primetime hours, which will help improve ratings across the 
schedule. MTV also needs to invest more in movie acquisitions, which will help bolster ratings 
for its weekend and holiday schedules. 
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CHAPTER 1: INTRODUCTION 
 
The television industry in the US grew at a rapid pace and evolved into a highly 
competitive business since its establishment early in the 1930’s. There are hundreds or even 
thousands of channels available in the US today. In addition to competition from within, the 
industry also faces challenges from alternative viewing platforms such as Netflix and Hulu. All of 
the players participating in the game are trying to win a shrinking slice of a shrinking pie. 
Therefore, TV networks have to evolve periodically to keep up with the audiences’ viewing 
habits and tastes in order to stay competitive and profitable in the business. MTV’s evolutionary 
path is a primary example. 
MTV revolutionized the world of music and television since its inception on August 1, 
1981. The network’s original slogan stated, “You’ll never look at music the same way again.” 
MTV borrowed the format of radio and brought music to regular television programming. With 
music videos shown around the clock with very little other programming, the convergence of 
music and television allowed the channel to successfully reach out to the young generation and 
reshape youth culture. However, with the evolution of the Internet and new technologies that have 
changed the audience’s viewing habits, such as YouTube allowing viewers to access music 
videos and short videos online, MTV had to move away from just music television and began 
showing sports, news, sitcoms, cartoons, game shows, documentaries, reality shows, and other 
programs. MTV officially dropped “Music Television” from its corporate logo in 2010, which 
was a belated acknowledgement of what had been obvious for year: MTV had lost its focus on 
music programming and shifted its focus to reality programming in an attempt to keep up with the 
young generation (Collins, 2010). 
 Since the successful launch of its first reality series Real World in 1992, the network 
continued to reduce music programming and produced more and more reality programs. Jersey 
Shore, a reality series following the lives of eight housemates spending their summer at the Jersey 
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Shore, was launched on MTV in 2009. The show garnered record ratings and became MTV’s 
most viewed series telecast ever. The ratings success of Jersey Shore, along with the popularity of 
other MTV reality shows such as Teen Mom, has made the network a target of criticism by 
various groups who perceived MTV programming as a negative social influence on the young 
generation. For example, some called the lifestyles presented in Jersey Shore detrimental 
(Matheson, 2011); some blamed MTV for spreading the message that it is not shameful to 
become pregnant at a young age and encouraging young generation to become famous and make 
money by appearing on reality programs (Stewart, 2011). Despite the controversy, MTV 
continued with its reality programming strategy hoping to attract more young viewers. As the TV 
industry faced challenges from the Internet and other new technologies, Jersey Shore saved MTV 
from a ratings slump. However, as the show’s fourth and fifth season started showing signs of 
fatigue, MTV had to end Jersey Shore after its sixth season and started preparing for a life after 
Jersey Shore.  
MTV created spinoffs of Jersey Shore, such as Snooki & JWoww, The Pauly D Project, 
The Show With Vinny, but none of these spinoffs’ ratings equaled those of the original. After 
Jersey Shore concluded, MTV turned its cameras on West Virginia for Buckwild, a reality series 
following the lives of nine young adults who create their own unique ways to enjoy life. The 
show is a rural version of Jersey Shore and trailers of the show became controversial even before 
it debuted in January 2013. With an average of 3 million viewers per episode (live + 3) in its first 
season, MTV renewed Buckwild for a second season (Patten, 2013). However, following the 
tragic death of a cast member, MTV opted not to move ahead with the controversial reality show.  
The ratings success experienced by Jersey Shore created an over-emphasis on one night 
for MTV; how to build out new nights and create a more balanced programming schedule and 
how to live a life after Jersey Shore have become the network’s biggest challenges. The majority 
of MTV programs currently on air are reality series. Some of the critical issues that need to be 
examined include: What is the competitive advantage and disadvantage of the reality 
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programming strategy? Should MTV invest more in scripted series and acquisitions? How can 
MTV stay competitive and profitable in the industry? 
In addition to competition from other networks, MTV’s ratings are also facing challenges 
from delayed-viewing technologies such as DVR and online viewing platforms such as Netflix 
and Hulu. These technologies had been seen as threats to the TV industry, but more and more TV 
networks have embraced and taken advantage of these new technologies to create new revenue 
streams and promote their programs on multiple platforms. MTV has put some of its shows on 
MTV.com, iTunes, Netflix, and Amazon Prime. The network recently launched its own MTV 
mobile app, which allows viewers to check MTV schedules and watch MTV programs on their 
phones and tablets. However, the major concern here is: Will online viewing hurt or improve 
MTV’s ratings? 
With competition and ratings decline, some critics have doubted MTV’s capability to be 
as profitable as back in the 80’s and 90’s, as well as its ability to keep up with the millennial 
generation. This thesis will provide a brief discussion of the competitive landscape, a thorough 
analysis of MTV’s current programming strategy, and recommendations for the network’s 
programming strategy going forward. 
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CHAPTER 2: LITERATURE REVIEW 
  
Since its inception on August 1, 1981, MTV revolutionized the world of music and 
television, and offered an alternative source of music for young audiences. Borrowing the format 
of radio and bringing music to regular television programming, MTV was custom-made for the 
generation. MTV’s original slogan stated, “You’ll never look at music the same way again.” With 
music videos shown around the clock with very little other programming, the convergence of 
music and television allowed the channel to successfully reach out to the young generation and 
reshape youth culture. However, with the revolution of the Internet and new technologies that 
have changed the audience’s viewing habits, MTV had to move away from just music television 
and began showing sports, news, sitcoms, cartoons, game shows, documentaries, reality shows, 
and other programs. MTV officially dropped “Music Television” from its corporate logo in 2010, 
which was a belated acknowledgement of what had been obvious for year: MTV had become 
primarily focused on reality shows in an attempt to keep up with the young generation (Collins, 
2010). The thesis will examine the current competitive landscape, analyze MTV’s current 
programming strategy, and offer recommendations for the network’s programming strategy going 
forward.  
 This literature review will address three areas of research related to the evolution of 
MTV and its current condition. The first section will address research studies related to the forces 
driving the MTV’s move away from music television. The second section will focus on the 
reasons behind MTV’s shift to the genre of reality programming. Finally, the third section will 
discuss research related to MTV’s current situation. 
 
i)   The Transformation of MTV 
Television networks have to keep changing with time and moving forward in order to 
keep up with what the audience wants and remain competitive in the industry. Having started as a 
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channel showing music videos around the clock, MTV began to develop programs in other genres 
that did not involve music videos until those programs almost entirely took over. A critical 
question to ask here is why has there been a shift in MTV programming?  
 Andrew Goodwin identified three phases in the early evolution of MTV. The first phase 
consisted of the channel’s birth and radio-like programming. The second phase, the so-called 
“second launch,” was the real ascendance of the network. MTV became available in Manhattan 
and Los Angeles in 1983 and it directed its music videos even more towards the young 
demographic. Following Viacom’s purchase of MTV, the third phase began in 1986 when MTV’s 
ratings were in decline as a result of a too narrow musical palette. Therefore, the channel 
diversified its musical offerings and started to develop programs in other genres. MTV has 
become more like a full service network throughout the transformation process (Burns).  
The change of audience tastes and viewing habits and the development of new 
technologies are two of the major forces initiating MTV’s programming transformation. As Mark 
and Tanenbaum (2011) noted, most people who created the video industry agreed that video 
began to lose spark and the Golden Age started winding down by 1992. MTV used to be all about 
music and youth culture that appealed to teenagers, who felt it belonged to them. This 
phenomenal market segment came to be known as the “MTV generation” (Temporal, 2008). 
However, as the MTV attitude became pervasive, videos began to feel commonplace. The idea of 
MTV—as something new and sheltered, hidden from adults and older siblings—had passed 
away; as the initial audience matured, the following wave of teenagers didn’t feel the same 
private delight. The new generations had innovative home gaming devices like Nintendo and 
Sega and they also had the Internet that allowed them to explore a different world online. Active 
technology was supplanting passive technology, and offering MTV to a kid in 1993 was like 
offering a board game to a kid in 1981 (Marks & Tannenbaum, 2011, p.557). 
There are myriad outlets to find music today. With the media world fragmenting and 
digital platforms allowing a host of other brands to put their sizeable budgets behind the music 
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industry, MTV’s dominance had been eroded. This left the first brand to truly grab the attention 
of the youth audience with the ordeal of having to prove itself all over again (Bashford, 2006). 
MTV wanted to keep the audience watching for at least half an hour at a time in order to 
maximize advertising revenue, and they could not do that by playing just music videos. 
According to Cliff Burnstein, videos are now a short-lived phenomenon on YouTube. 78 percent 
of YouTube views come within the first ten days of a video. It is totally fan-driven and appealing 
to people who already liked it (Marks & Tannenbaum, 2011, p.569). 
The television industry is highly competitive, in which each player has to evolve 
periodically to keep up with the audiences’ viewing habits and tastes, as well as the challenges 
and competition from alternative viewing platforms. The research literature in this section 
presents different phases of MTV’s evolution, from a music channel showing music videos 
around the clock to a channel that features reality, scripted, animated, variety, and other genres. 
With the development of technology, there are many more outlets (e.g. P2P services, iTunes, 
Internet Radio Stations) for people to access music today. The challenge for MTV is to find a way 
to cater to changing audience viewing habits and effectively compete with new media platforms 
where viewers can access content. As a result, MTV chose reality programming as a primary 
strategy to keep up with the young generation.  
 
ii) Reality Programming 
The MTV brand is known for its innovation and edgy programming that revolved around 
youth culture. The previous section addressed the research studies related to the forces initiating 
the channel’s transformation. It is also important to understand why MTV has shifted its focus to 
reality programming, but not other genres.  
There are four major categories of economic forces that affect media operations—cost 
forces, market forces, regulatory forces, and barriers to entry and mobility (Picard, 2002). Two of 
the factors are relevant to MTV’s transformation: cost forces and market forces. Cost forces are 
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defined as “internal pressures based on the operating expenses of the firm,” including 
economies/diseconomies of scale, economies/diseconomies of scope, economies/diseconomies of 
integration, fixed and variable costs, content costs, production/distribution costs, transaction costs 
and nonmonetary costs. Market forces are the “external forces based on structures and choices in 
the marketplace,” which include rent, audience and consumer demand, advertiser demand, 
competition and substitutability (Picard, 2002).  
Cost is one of the major forces that led to MTV’s shift to the genre of reality television. 
One of Viacom’s major strategies for its media subsidiaries is to strictly limit production 
expenses and maintain tight control over budgets (Banks, 2010, p.259). Therefore, MTV has 
embraced this objective by focusing on low-cost programming. The music-oriented program 
services MTV provided were a low cost source of content supplied mainly by record labels. The 
major reason behind MTV’s shift to the genre of reality television was because of its limited costs 
(Banks, 2010, p.259). Money is saved during pre-production and production due to the 
considerably lower costs of reality television (Hirschorn, 2007). When producing reality 
programming, MTV does not need to pay for writers, actors, and other creative personnel 
associated with other genres such as sitcoms and dramas.   
Audience and advertiser demand, which is what Picard defined as the “market force” 
(2002, p.48), is another critical element that drove MTV’s reality programming strategy. Reality 
TV is the most profitable form of television programming in that it has lower production costs 
and usually brings in more viewers and advertising revenue compared to scripted programming 
(Hirschorn, 2007). Several scholars have agreed that making the benefits of reality programming 
is two-fold. Reality shows are saving money in order for networks to invest in other types of 
programming, while they also serve as a great way to boost ratings and bring in incredible 
amounts of advertising revenues (Dyer, 2010; Goolsbee, 2007; Hirschorn, 2007). 
In a competitive market structure, maximizing profits is concerned with not only costs 
but also different levels of output. Like most other forms of media, television takes place in a 
  
8 
dual-product market—the first product is its program service and the other product is the 
audience (Doyle, 2002). Although reality programming allows networks to save production costs, 
profits depend on audience reception of the programming. Reality programming will not be 
profitable without an audience watching. Reality programs are here because people are watching 
consistently and they allow the networks to create longevity with a show and establish viewer 
loyalty (Dyer, 2010, p.15). Some attribute the popularity of reality programs to the audience’s 
changing viewing habits and tastes, and shortened attention span (Goolsbee, 2007).  
Dunst identified the three important elements encompassed by reality programming, “it’s 
voyeuristic, it’s unscripted, and it presents conflict” (2002, p.63). Reality shows offer voyeuristic 
pleasure to the viewers, who love to watch others like them on television without feeling as if 
they are doing something inappropriate (Dyer, 2010, p.6). Andrejevic also stated, “the power and 
control associated with the voyeuristic fetish is frequently evoked in popular descriptions of the 
appeal of reality television...” (2004, p. 173). Reality television’s playful approach to generic 
hybridity, its relations with the documentary, the soap opera, the talk show, and the game show, 
allows it to create a new genre that ordinary people can relate themselves to. Viewers may see 
themselves in some of the reality program characters, thus forming a “quasi-friendship” which in 
turn creates the para-social relationship attracting audience to the show (Dyer, 2010, p.4-5). 
Reality programming creates a sense of a “shared experience” (Dyer, 2010, p.57), and it is “a 
format that allows selected members of the audience to learn about themselves by participating in 
the rarefied realm of culture production” (Andrejevic, 2009, p.339).  
Another advantage of reality programming is that, due to its ease of production, networks 
are able to run reality shows in cycles rather than true seasons like their scripted counterparts. 
This means that while scripted shows are being filmed for their next seasons, reality 
programming still thrives and arrives in mass quantities to fill the time-slots while scripted 
programs are in rerun.  Plus, summer reality programming gets some of the highest ratings, 
number of viewers, as well as top advertising rates (Dyer, 2010, p.48).   
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 The literature indicates that there are a number of advantages in shifting to the reality 
genre. The considerably lower cost and the ease of producing reality programs are two of the 
major benefits because money is saved during pre-production and production and there’s no need 
to hire writers and actors. In addition, reality programming is a great way to boost ratings and 
bring in substantial amounts of advertising revenues as the genre caters to the audiences’ shorter 
attention span and viewing habits in such fast-pacing environment today. Reality programs also 
offer voyeuristic pleasure and conflict that the audience likes to experience and witness. 
 
iii) Current Situation  
 Since the successful launch of its first reality series Real World in 1992, MTV has 
developed numerous reality hits, such as The Hills, Laguna Beach, Teen Mom, 16 & Pregnant, 
Jersey Shore, etc.. However, with competition and ratings decline, some critics have doubted 
MTV’s capability to be as competitive as back in the 80’s and 90’s, as well as its ability to keep 
up with the young generation. Thus, critical questions that need to be addressed in this section 
include - how can the network continue to be competitive? Can MTV continue to keep up with 
the young generation?  
Advertising has long served as one of the main sources of revenue for most media 
organizations and “patterns of advertising activity exert a very significant influence on the 
fortunes of the media industry as a whole” (Doyle, 2002, p.39). Reality television has been 
described as a “main ingredient for success” for TV networks, because of the incredible amount 
of advertisement revenues the genre is able to generate (Dyer, 2010, p.74). In primetime, many of 
the reality shows are able to demand top advertising rates (Dyer, 2010, p.30), and even when as a 
whole, advertising revenue declined during the economic recession, reality TV programs are still 
able to lead in advertising rates (Dyer, 2010, p.34).  
A large portion of MTV’s revenue is obtained through advertising. Companies want to 
associate themselves with MTV because of the channel’s remarkable role in the youth culture and 
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its uncanny ability to successfully attract a youthful target audience (Weimann, 2000, p.175). 
Advertisers look at MTV knowing that “they were getting a viewing environment in which it 
made less and less sense to separate selling from entertainment and consumption from enjoyment. 
MTV’s programming amounted to almost a complete context of selling” (Pettegrew, 1995, 
p.490).  
However, as more and more channel selections are being offered to niche markets, it has 
become more difficult and expensive to promote general products. The gaining popularity of 
TiVo and other recording devices that allow to viewers to fast-forward commercials has made it 
less cost-effective for companies to buy 30-second spots in prime time (Eisenberg, 2002). Manly 
attributed such change to the way television is being watched today. 30-second commercials are 
no longer as effective as they used to be, and many have turned to product placement within 
shows to ensure that viewers get to see their products even if they are able to fast-forward with 
their DVRs (2005). Sometimes referred to as “embedded” advertising, product placement is 
defined as “the process of integrating a clearly visible advertised product into a picture, movie, or 
television show, and it costs relatively little compared to airing commercials” (Dunst, 2002, p.62-
63).  
MTV has realized that broadcast advertising is no longer just about “catchy thirty-second 
spot jingles,” and the channel has adjusted its strategy accordingly to accommodate the problems 
new technology has created (Dunst, 2002, p.67). What is unique about advertising on MTV is that 
it promotes a lifestyle through the use of brand names (Dunst, 2002, p.63). Using one of MTV’s 
reality shows, Sorority Life as an example, Dunst implied that MTV’s reality programming is able 
to present its sponsors in an inconspicuous way. MTV does it by naturally fitting products into 
the confines of reality television’s definition (2002, p.63). Product placement makes the 
distinction between advertisement and show begin to blur, and the advertised products thus 
appear less intrusive to the audience. Advertisers today not only just manipulate their allotted 
commercial breaks but also the programming itself (Dunst, 2002, p. 67-68). 
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In addition to product placement, brand integration has been another creative strategy that 
advertisers and programmers utilize to entice consumers and viewers. Biggs used Geico as an 
example of an advertiser that integrated its brand with MTV’s hit reality show Jersey Shore. As 
part of an ad buy, MTV could produce one thirty-second brand integration advertisement that 
incorporated both Geico and MTV’s brand elements, and the ad would air only on MTV. The 
advertisement could feature a character in the show calling Geico to ask about car insurance, and 
having a humorous conversation with the Geico gecko, the brand’s animated “spokesreptile.” To 
connect the brand integration ad to the program, it would work perfectly to run the ad during 
Jersey Shore episodes (2011, p.1). Biggs commented that brand integration could benefit both 
advertisers and networks. On one hand, these custom advertisements could offer high-production 
quality commercials for a lower advertisement investment. On the other hand, MTV would also 
benefit from an opportunity to promote the talent and the show itself (2011, p.1-2). 
As new technologies and alternative viewing platforms (e.g. Netflix and Hulu) have 
started distracting TV viewers’ attention, the TV industry as a whole has been facing challenges. 
A Citigroup report indicated that cable TV networks’ total day ratings decline accelerated from 
October 2011 – March 2012, and 11 of the top 15 cable networks lost audience in 2012. A main 
concern addressed in the report was whether the drop-off in cable ratings was a just a tip of the 
OTT (over-the-top) iceberg. OTT refers to delivery of video and audio over the Internet without 
going through a multiple system operator. Although it was too early to draw a conclusion, it 
signaled that the explosion of online-delivered alternatives had begun to impact viewership 
patterns (Richmond, 2012). In addition, a report from Leichtman Research Group indicated that 
38% of households in the U.S had at least one television set connected to the Internet in 2012, 
which was up 24% from 2010. 13% of all adults watched videos from the Internet at least weekly, 
compared to 5% in 2010 and 10% in 2011 (2012). Analysts believed that online viewership was 
still in the earliest stage of showing its disruptive power. The president and principal analyst for 
Leichtman Research Group, Bruce Leichtman, commented that, “video is increasingly being 
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watched on different platforms and in different places, yet these emerging video services still 
generally act as complements to traditional television viewing and services rather than as 
substitutes” (2012). 
 The future will be challenging for all of the cable networks, but MTV’s parent company 
Viacom has been facing the severe proposition of settling for a shrinking slice of a shrinking pie. 
The company’s key channels, Nickelodeon, MTV, and Comedy Central, have all been struggling 
with ratings decline in recent years. Viacom’s stock decreased by 2.5% after an analyst 
downgraded Viacom’s stock to “underperform” in October 2012. The analyst predicted that MTV 
ratings—accounting for 18 percent of the company’s ad sales—would plummet. One of the 
critical issues involved whether young generations are changing their viewing habits, and moving 
away from traditional TV to online viewing platforms like Hulu, Netflix and YouTube (Hall, 
2012). 
Bernstein Research’s Todd Juenger, one of Viacom’s most vigorous critics, predicted that 
MTV ratings would be down significantly in the current fiscal year (2013), following the 30% 
decline in the quarter ended in September 2012. One of the problems was that MTV and other 
networks had been “starved” as Viacom funneled the majority of its development investment into 
Nickelodeon, which was hit by a shocking ratings drop that began in the end of 2011. The report 
revealed that Nickelodeon’s ratings dropped 27% in fiscal Q4 2012, compared to the same time 
period in 2011 (Lieberman, 2012).  This could significantly affect MTV’s performance especially 
after the network’s hottest show Jersey Shore completed its final season, following the conclusion 
of MTV’s other hit Teen Mom. Analyzing MTV’s 2012 – 2013 programming lineup, Juenger 
found it hard to believe that any of the shows, individually or collectively, would be able to offset 
the loss of Jersey Shore and Teen Mom. Returning shows such as Ridiculousness, Awkward, Teen 
Wolf, had failed to attract pop culture attention. Juenger believed that it would “knock the wind 
out of MTV,” accounting for 18% of the ad sales at Viacom’s networks. Although advertisers are 
eager reach young demographics and MTV seems to be a perfect choice, there are plenty of 
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alternatives to MTV, such as ABC Family, FX, E!, TBS, etc. (Lieberman, 2012). UBS analyst 
John Janedis also expressed concerns that the digital availability of Viacom content might hurt its 
ratings. From a content perspective, Janedis believed that the returning series at MTV were 
under-performing and this would translate to further (advertising) make-goods and a drag on ad 
growth in fiscal year 2013 (Szalai, 2012).   
 The literature in this area indicates that the entire TV industry is under pressure, 
competing in a shrinking market. The popularity of Tivo and other recording devices, as well as 
other viewing platforms such as Netflix and Hulu, have threatened cable channels’ ratings and 
revenues. MTV has smartly utilized a variety of strategies to maximize its advertising revenue, 
such as product placement and brand integration. However, as the ratings continue to drop, how 
to boost ratings and continue to increase advertising revenue become key issues that the network 
needs to solve.    
Summary 
Beginning as a music channel showing music videos around the clock with very little 
other programming, MTV has gone through multiple evolutionary phases to keep up with new 
generations. Studies reveal that development of technology and change of audiences’ viewing 
habits are the main forces leading to MTV’s shift in programming. The majority of MTV’s 
programs today are of the reality genre; the research indicates a number of advantages in utilizing 
reality programming. In terms of production, the considerably lower cost and the ease of 
producing are the two major benefits; in terms of business, reality programming is a great way to 
boost ratings and bring in substantial amounts of advertising revenues. The materials reviewed in 
the last section have explored some of MTV’s current strategies to increase advertising revenue 
such as product placement and brand integration. The entire TV industry is under pressure 
competing in a shrinking market. As more and more viewing and entertainment platforms become 
available to the audience, more research is needed to examine the entire picture of the TV 
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industry and the current status of MTV. The thesis will discuss the current competitive landscape, 
examine MTV’s current programming strategy, analyze the network’s competitive advantages 
and disadvantages, and offer suggestions for the network’s programming strategy going forward. 
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CHAPTER 3: METHODOLOGY 
 
Launching as a music channel in 1981, MTV aired music videos around the clock with 
very little other programming. The convergence of music and television allowed the channel to 
successfully reach out to the young generation and reshape youth culture. However, as new 
technologies started offering the audience more and more entertainment options, MTV had to 
move away from just music television and began showing sports, news, sitcoms, cartoons, game 
shows, documentaries, reality shows, and other programs, in an attempt to keep up with the 
young generation. Since MTV’s successful launch of its first reality series Real World in 1992, 
the network continued to reduce music programming and produce more and more reality 
programming. Jersey Shore, a reality series followed the lives of eight housemates spending their 
summer at the Jersey Shore, was launched on MTV in 2009. The show garnered record ratings 
and became MTV’s most heavily viewed series. As the TV industry faced challenges from the 
Internet and other new technologies, Jersey Shore saved MTV from ratings decline. However, as 
the show’s fourth and fifth season started showing signs of fatigue, MTV had to end Jersey Shore 
after its sixth season and started preparing for a life after Jersey Shore. How to live a life after 
Jersey Shore has become one of MTV’s biggest challenges. 
With competition and ratings decline, critics have doubted MTV’s capability to stay 
competitive and profitable, as well as its ability to keep up with the young generation. This thesis 
will provide a brief discussion of the current competitive landscape, a thorough analysis of 
MTV’s current programming strategy and its performance in particular dayparts, and offer 
recommendations for its programming strategy going forward.  
 
The research questions include the following:  
1. What is the current competitive landscape? What are the major programming 
threats and issues MTV has to face? 
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2. What is MTV programming’s competitive advantage and disadvantage in 
different day-parts? 
3. What are the challenges MTV has to face particularly after the conclusion of 
Jersey Shore? 
4. What tactics has MTV utilized to bolster ratings?  
5. How can MTV build a more competitive and balanced programming schedule? 
 
The author will utilize qualitative research method to analyze the industry’s current 
competitive landscape and MTV’s current programming strategy, compare ratings and 
programming strategies between MTV and some of its competing cable networks in specific 
dayparts, examine MTV’s competitive advantages and disadvantages, and offer recommendations 
for the network’s programming strategy going forward. The analysis will be divided into the 
following four sections:  
 
i) Competitive Landscape  
The first section will use Nielsen ratings to generate lists of top ten cable networks in 
fiscal year 2013 ranked by total viewers and by percent composition in P 15-24 respectively, and 
top 25 female-skewed cable programs in 2013. The purpose of this section is to examine the 
current status of MTV and some of its key competitors.  
 
ii) Daytime Programming Strategy and Competitive Research Analysis  
A competitive analysis will analyze MTV and several other competing cable networks’ 
daytime programming blocks. The purpose of this analysis is to examine MTV’s daytime 
competitive advantages and disadvantages, to determine which strategies have worked and which 
need to be improved.  MTV and several competing cable networks’ daytime programming blocks 
in July 2013 will be analyzed as examples in this part of the research. The primetime and 
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weekend programming is excluded and will be analyzed in later sections. Listed below are the 
time-period, dayparts, and cable networks analyzed in this section: 
 
Time-period:   July 1st  - 26th (first 4 weeks of July 2013, Monday through Friday). 
Day-parts:  Morning (8A-12P); Afternoon (12P-4P); Early Fringe (4-8P) 
Networks:  MTV, A&E, USA, TBS, FX, TNT, BET, ABC Family, History Channel. 
Data Sources: Nielsen ratings reports, MTV Research Department, MTV Programming 
Department. (All the data in the section is based on P12-34, Live +SD 
ratings, unless noted.)  
 
An excel data sheet has been created to list the above networks’ programming 
information within the time period and certain day-parts, including network, programming name, 
date/day, time, genre, duration, ratings, strip/block. The date has been sorted according to various 
criteria to figure out highest, lowest, and average ratings for networks, programs, and genres.  
 
iii) Primetime Programming Strategy 
This section will focus on MTV’s primetime programming strategy, thoroughly 
analyzing some of the tactics MTV has utilized to bolster ratings and offset the loss of Jersey 
Shore in 2013. The purpose of this section is to examine MTV’s weaknesses and strengths in 
primetime and its programming hits and misses in 2013.  
 
iv) Weekend Programming Strategy and Special Events  
MTV has been creative and experimental with its weekend programming in recent years 
and has been attempting to understand what works for its audience. This section will focus on 
some of the successful tactics the network has utilized to improve ratings for weekends in 2013, 
and will also analyze the weaknesses and challenges the network currently facing. There will also 
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be a brief analysis of MTV’s annual events, MTV Video Music Awards and MTV Movie Awards, 
which are two of the most-watched nights for MTV each year.  
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CHAPTER 4: RESULTS 
 
i)   Competitive Landscape  
During the 80s and 90s, the convergence of music and television allowed MTV to reach 
out to the young generation and successfully reshape youth culture. However, as the network has 
shifted its primary focus to reality programming and as the competition across both broadcast and 
cable have become heightened, some critics have doubted MTV’s ability to keep up with the 
young generation. This section will focus on the current competitive landscape, briefly discussing 
some of MTV’s key competitors in the P 15-24 demo as well as those of other key players in the 
industry.  
Based on Nielsen ratings, listed below are the top 10 cable networks ranked by total 
viewers in 2013 (Source: Nielsen, full-day, ad-supported, non-sports, cable networks). The data 
indicate that MTV was the most-watched cable network in 2013.  
 
 
        Table 1. Top 10 Cable Networks Ranked by Total Viewers in FY 2013 
 
By Total Viewers 
FY 2013 Top Cable Networks 
1 MTV 
2 Comedy Central 
3 ABC Family 
4 FX 
5 USA Network 
6 TBS 
7 TNT 
8 A&E 
9 BET 
10 History 
 
            Source: Nielsen, full-day, ad-supported, non-sports, cable networks 
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Listed below are top 10 cable networks ranked by the percent composition of 15-24 
(Source: Nielsen, full-day, ad-supported, non-sports, cable networks). Viacom dominated the 
P15-24 demo in 2013, owning 7 of the 10 top cable channels: MTV, MTV2, Comedy Central, 
VH1, Teen Nick, Tr3s, and BET. MTV was the #1 cable network watched by the P 15-24 demo 
in 2013, followed by its sister channel MTV2. Most of MTV’s programs are female-skewed, 
while MTV2 programming is targeted at males 15-24, allowing the two sister channels to 
complement each other and dominate the young demos as a team. 
 
 
       Table 2. Top 10 Cable Networks Ranked by Percent Composition  (P 15-24) in FY 2013 
 
By % Composition       
P 15-24 Top Cable Networks  
1 MTV 
2 MTV 2 
3 Comedy Central 
4 VH1 
5 Teen Nick 
6 Fuse 
7 ABC Family  
8 TR3S 
9 E! 
10 BET 
            
           Source: Nielsen, full-day, ad-supported, non-sports, cable networks 
 
 
To focus on MTV’s core audience—females 15-24, below is a list of top 25 female-
skewed cable programs in fiscal year 2013. (Source: Nielsen: Live + Same Day premieres 
(10/1/12-9/29/13), median age ≤ 35, F% ≥ 50%, excluding sports, election, reunions, mini-series, 
3 or fewer telecasts). 
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Table 3. Top 25 Female-skewed Cable programs Ranked by Total Viewers (P 15-24) in FY 2013 
 
FY 
2013 
Rank 
Networks Programs Median Age 
Female 
% 
P 15-24 
(000s) 
1 FAM PRETTY LITTLE LIARS 21 82 1,236 
2 MTV JERSEY SHORE S6 25 64 1,073 
3 MTV BUCKWILD 25 62 923 
4 MTV CATFISH  26 71 833 
5 MTV TEEN MOM II 27 76 823 
6 MTV TEEN WOLF S3 21 59 821 
7 VH1 LOVE & HIP HOP ATLANTA 2 30 73 800 
8 MTV  AWKWARD S3 20 77 775 
9 FX AMERICAN HORROR STORY 34 55 620 
10 MTV JERSEY SHORE S6 AFTERSHOW 25 69 615 
11 MTV GIRL CODE 10:30P 20 77 612 
12 MTV SNOOKI & JWOWW S2 26 73 602 
13 FAM THE FOSTERS 23 82 574 
14 VH1 HIT THE FLOOR 29 77 571 
15 FAM THE LYING GAME 21 85 565 
16 FAM TWISTED 22 81 555 
17 EN KARDASHIANS 33 74 536 
18 VH1 TI TINY  29 75 532 
19 NICK ICARLY 13 59 522 
20 MTV TEEN MOM III 27 75 519 
21 MTV CHALLENGE: RIVALS II 27 62 514 
22 BET REAL HUSBANDS OF HOLLYWOOD 33 58 504 
23 VH1 LOVE AND HIP HOP 3 30 74 504 
24 VH1 BLACK INK 28 74 491 
25 OXYG BAD GIRLS CLUB 24 74 490 
 
Source: Nielsen: Live + Same Day premieres (10/1/12-9/29/13), median age ≤ 35, F% ≥ 50%, 
excluding sports, election, reunions, mini-series, 3 or fewer telecasts 
 
 
11 of the top 25 young-female-skewed cable programs in 2013 belonged to MTV. ABC 
Family’s Pretty Little Liars was the most-watched scripted series in the F 15-24 demo, followed 
by MTV’s scripted series Teen Wolf S3 and Awkward S3. Jersey Shore S6 was the most-watched 
reality series in the demo, followed directly by two of MTV’s new reality programs which 
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debuted in 2013—Buckwild and Catfish. VH1’s Love & Hip Hop Atlanta and FX’s American 
Horror Story were also among the top 10 programs, but the audience’s median age for these two 
programs was slightly older.  
Besides Pretty Little Liars, ABC Family’s other three scripted series, The Fosters, The 
Lying Game, and Twisted, were also among the top 25 cable programs in the demo in 2013. ABC 
Family has gained ground in young female demos over the past two years through its strong 
scripted titles. VH1 has also been very competitive in the female demographic, but the network is 
not considered a major threat to MTV because VH1 targets older females and it is owned by the 
same parent company Viacom. Another noteworthy cable network is E!, which has become a go-
to source for pop culture information and point of view. Keeping Up with Kardashians was E!’s 
most popular reality series in 2013 and it had also been a highly repeatable asset for the network. 
FX programming primarily features original series that are stylized similarly to those seen on 
premium channels (e.g. HBO and Showtime) with regard to violent and sexual content, and the 
network owns a large inventory of acquired films and TV programs. FX’s most popular series in 
the F 15-24 demo in 2013 was American Horror Story.  
In addition to some of the young-female-skewed networks discussed above, there are a 
few other key players in the industry such as HBO, AMC, and Netflix. HBO has been perceived 
as a pioneer and innovator both in terms of its business model and programming content. Offering 
premium subscription-based television services, HBO was the first network to specialize in films, 
followed by the development of groundbreaking original series such as The Sopranos and Sex and 
the City, which changed the situation for the network completely. Some of HBO’s current hits 
include Game of Thrones, True Blood, Boardwalk Empire, and Girls. Although AMC is a basic 
advertiser-supported cable network, the network’s success path is similar to that of HBO. AMC 
started as a network that primarily featured theatrical releases, but the network has broken ground 
over the past few years through its high-quality original series. The establishment of Mad Men in 
2007, followed by the success of Breaking Bad and Walking Dead has given AMC a reputation 
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on par with HBO. Last but not least, Netflix also follows an expansion playbook pioneered by 
HBO 20 years ago. As a provider of DVD’s-by-mail and on-demand Internet streaming services, 
Netflix has gained credibility by acquiring millennial favorites and producing original content. 
Netflix is the true definition of “frenemy,” someone who is a friend but also a rival, to all the TV 
networks. Netflix is a great revenue source and promotion tool for networks, but it also becomes a 
concern as Netflix has started producing high-quality original content (e.g. House of Cards, 
Orange Is The New Black). 
The competition across both broadcast and cable has become heightened, which makes it 
an extremely difficult time to launch new networks. However, 2013 has seen at least nine high-
profile channels launch: FXX, Pivot, Esquire, Fox Sports1, Nuvo, Revolt TV, Al Jazeera America, 
Fusion, and The Surf Channel. These brand-new networks are all sharing the same problems as 
the established networks: How to attract the millennial generation, how to compete within the 
industry, and how to compete with alternative viewing platforms? 
 In addition to the heightened competition, all TV networks have been trying to adjust to a 
time-shifting world as DVR penetration has increased significantly and has made a real impact on 
viewership. Many networks are seeing their primetime ratings surge when a week’s worth of 
DVR usage is included, which makes the initial next-day ratings that TV networks and 
advertisers utilize less relevant. To use MTV’s scripted series Awkward as an example, the 
program’s overall live + same day rating (P 12-34) has been in downtrend season to season, but 
DVR viewing has helped boost the lagging numbers. Through 11/19/2013, the average live+7 
rating of Awkward Season 3B has a 73% lift from its live +same day rating (Source: Nielsen, P 
12-34). 
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Table 4. MTV Program Awkward’s L+SD, L+3 Days, L+7 Days Ratings Comparison (P 12-34) 
 
Awkward 
P 12-34 Rtg L+3 
 vs. L+SD 
L+7 
vs. L+SD L + SD L+3 Days L+7 Days 
Season 1 2.05 2.38 2.43 16% 19% 
Season 2 1.93 2.38 2.46 23% 27% 
Season 3A 1.49 1.95 2.03 31% 36% 
Season 3B 1.19 1.91 2.06 61% 73% 
          
Source: Nielsen, P 12-34 L+SD, L+3, L+7 
 
 
One network source says internal numbers suggest that about 30 percent of viewing in 
DVR now occurs between the fourth and seventh day, and networks all want to monetize the 
delayed viewing (Block, 2012). CBS has even been experimenting with live+30 measurements, 
and the network’s premiere episodes have seen big gains from 30-day multiplatform playbacks. 
Following are some of CBS’s key 30-day multi-platform highlights (compared to live + same 
day): NCIS’s audience swelled to 26.18 million (+31%); The Big Bang Theory soared to 26.13 
million viewers (+38%); the network’s freshman drama Hostages registered the largest 
percentage growth from live + same day, increasing by 110% from 7.41million to 15.51 million 
(Bibel, 2013). Although live + same day ratings have been down across the board, it does not 
necessarily mean that the overall viewership is declining. The viewership is delayed as the 
audience today is able to schedule recordings and watch programs whenever they like.  
 Some networks have been working to convince advertisers to expand the current system 
as nearly half of U.S. TV homes now have DVRs. Sanford C. Bernstein analyst Todd Juenger 
commented, “It’s ludicrous for advertisers to take the value of advertising shown four or five days 
after it airs and say it is worth zero” (Block, 2012). Although DVR viewers are able to watch far 
fewer commercials than those who watch live, the networks have their selfish reasons to push 
further and earn more advertising revenue (Block, 2012). 
  
25 
ii)   Day-time Programming/Competitive Research 
 
This section observes and analyzes MTV and some of its top competing cable networks’ 
daytime programming strategies in the following day-parts respectively: 8A-12P, 12P-4P, and 
4P-8P (Monday Through Friday, July 2013). Primetime and weekend programming is excluded 
and will be discussed in later sections.   
 
1)   8A-12P (Monday – Friday, July 1st – 28th) 
Below is an overall rank of MTV and some of its top competing cable networks’ average 
ratings (P 12-34, Live + Same Day) and each weekday’s rank in the month from 8A-12P. 
(Source: Nielsen. P12-34 Live + SD coverage ratings unless noted. ) 
 
 
               Figure 1. 8A-12P, Monday – Friday, July 1st – 28th Overall Ratings Rank 
 
 
Source: Nielsen. P12-34 Live + SD 
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8A-12P: Overall Ratings Rank 
8A-12P: Average Rating
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Table 5. 8A-12P, Monday – Friday, Just 1st – 28th, Ratings Rank Each Weekday 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
 
a) MTV (8A-12P) 
      Table 5.1. 8A-12P, Monday – Friday, July 1st – 28th, MTV Schedules & Ratings 
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Table 5.1 (continued) 
 
 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
MTV was the highest-rated among the six cable networks during this time period. It 
dominated three of the weekday mornings, and it ranked 2nd and 3rd for the other two weekday 
mornings respectively. The vast majority of the shows aired on MTV within the time frame were 
reality programs, and most of them were scheduled in blocks of at least 2 hours in order to 
maintain program flow. The “Retro-MTV” marathons of The Hills and Laguna Beach took 
advantage of the summer when many students were home for break. Since both shows had not 
aired for at least two years, the highly-anticipated marathons not only allowed enthusiastic fans to 
binge watch the shows but also created a substantial amount of social buzz online. 
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b) A&E (8A-12P)  
       Table 5.2. 8A-12P, Monday – Friday, July 1st – 28th, A&E Schedules & Ratings 
 
 
 
 
 
Source: Nielsen. P12-34 Live + SD 
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A&E was the lowest-rated among the six cable networks during this time period. The 
network’s morning programing blocks consisted of both reality and scripted programs, all of 
which were stand-alone episodes. Its hourly ratings fluctuated from time to time and did not show 
a very consistent pattern. Dog the Bounty Hunter was scheduled in strips in early mornings, and 
most of the other shows were scheduled in blocks. Fridays featured the network’s sole continuous 
reality line-ups, and all the other weekday mornings were mixes of scripted and reality programs. 
The network’s highest-rated day within the four weeks was Friday 7/26, when the network aired 2 
episodes of Dog The Bounty Hunter and a 3-hour block of Beyond Scared Straight. The lowest-
rated days were when A&E aired CSI Miami and Criminal Minds, which conflicted with USA 
Network’s crime/procedural dramas Law & Order: SVU and NCIS that had stronger performance. 
 
 
c) TNT (8A-12P) 
        Table 5.3. 8A-12P, Monday – Friday, July 1st – 28th, TNT Schedules & Ratings 
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Table 5.3 (continued) 
 
 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
TNT was the 2nd highest-rated network within the time frame. In terms of ratings and 
genre, the network’s morning programming line-ups were the most consistent among the six 
cable networks. Charmed was scheduled in strips from 8A to 9A, and Supernatural was 
scheduled in blocks from 9A to 12P, Monday through Friday. The two science fiction dramas 
were compatible, and the hourly ratings grew steadily from 8A to 12P with few fluctuations. 
Supernatural’s rating was strong and stable because the show had already established a devoted 
fan base. The consistent blocks of Supernatural and Charmed created a destination for science 
fiction dramas in the morning.  
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d) TBS (8A-12P)  
         Table 5.4. 8A-12P, Monday – Friday, July 1st – 28th, TBS Schedules & Ratings 
 
 
 
 
 
 
Source: Nielsen. P12-34 Live + SD 
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TBS’s comedy blocks won Thursday morning and the network placed 3rd in the overall 
rank. The key to TBS’ ratings success was its genre consistency. Just as the network’s slogan 
“very funny” states, the back-to-back strips of comedies throughout the week create an ultimate 
comedy destination for its viewers. Unlike movies and dramas, the duration of each sitcom 
episode is shorter. Sitcoms feature relatable characters, familiar environments, and simple 
storylines, which allow the audience to easily jump in and out.  
 
 
e) USA (8A-12P)  
        Table 5.5. 8A-12P, Monday – Friday, July 1st – 28th, USA Schedules & Ratings 
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Table 5.5 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
USA placed 4th in the overall rank. During this time period, the network mostly aired 
movies on Monday or Wednesday mornings, and it aired crime dramas blocks on the other 
weekdays. Its movie blocks were generally weaker than its crime-drama blocks. The network 
won Tuesday with its 4-hour blocks of Law & Order: SVU, which was the network’s highest-
rated show on weekday mornings. Consistency was a very important factor to maintain audience 
flow. The four-hour block of Law & Order: SVU on Friday 7/15 rated much higher than the other 
three Fridays that consisted of multiple shows (House, Law & Order: SVU, CSI). USA’s crime 
dramas performed stronger than A&E’s in the same time slots.  
 
 
f) FX (8A-12P)  
         Table 5.6. 8A-12P, Monday – Friday, July 1st – 28th, FX Schedules & Ratings 
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Table 5.6 (continued) 
 
 
 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
FX placed 5th in overall rank, and its rating was just slightly higher than the lowest-rated 
network A&E. FX’s morning programing line-ups primarily featured acquired movies. There 
were two mornings when the network aired 1-2 episodes of How I Met Your Mother, and the 
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ratings of these episodes increased from their lead-in movies. This indicates that shorter programs 
may work better than movies on weekday mornings as people tend to multi-task and are more 
likely to watch something that is easier to jump in and out of.  
 
Summary (8A-12P, Monday – Friday, July 1st – 28th) 
According to MTV programming executives, consistency, compatibility, and correlation 
are some of the most important factors for successful morning programming blocks. The program 
layout and genres need to be consistent, and the lead-in and lead-out programs need to be 
compatible or correlated to maintain audience flow. The length of programs is also important in 
the morning.  Generally, movie blocks do not work as well as dramas or sitcoms in the morning 
because it is difficult to keep audiences sitting in front of TV on a weekday for a few hours in the 
morning. People get up in the morning and tend to multi-task, and they are more likely to tune in 
to something that is easier to jump in and jump out of.  
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2)   12P-4P (Monday – Friday, July 1st – 28th) 
Below is an overall ranking of MTV and some of its top competitors’ average ratings (P 
12-34, Live + Same Day) and each weekday’s rank in the month from 12P-4P. (Source: Nielsen. 
P12-34 Live + SD coverage ratings unless noted. ) 
 
Figure 2. 12P-4P, Monday-Friday, July 1st – 28th, Overall Ratings Rank 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
Table 6. 12P-4P, Monday-Friday, July 1st – 28th, Ratings Rank Each Weekday 
 
 
Source: Nielsen. P12-34 Live + SD 
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a) MTV (12P-4P) 
       Table 6.1. 12P-4P, Monday – Friday, July 1st – 28th, MTV Schedules & Ratings 
 
 
Source: Nielsen. P12-34 Live + SD 
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MTV was highest-rated among the six networks within the time frame. MTV’s weekday 
afternoon line-ups consisted of a mockumentary-style sitcom, several reality programs, and 
movies. Some of the primetime repeats (Girl Code, Catfish, Ridiculousness, The Challenge) were 
paired with compatible movies and encores of the network’s older shows (16 & Pregnant, 
Parental Control, MTV Cribs, I Used To Be Fat). The highest-rated afternoon in the month was 
7/8 Monday, when two episodes of Girl Code led into the movie She’s The Man, and the lead-out 
program Parental Control also benefited from the high rating of the movie. The majority of the 
network’s shows aired during the time period were scheduled in blocks, which worked very 
effectively to maintain program flow. The only show scheduled in strips was I Used to Be Fat, 
and the ratings were very steady. The lowest-rated day in the month was the Music Independence 
Day Stunt on 4th July, which went back to the network’s origins by showing music videos. The 
purpose of the stunt was to give a boost to musicians at a time of trouble for the industry and to 
provide soundtracks for the parties and gatherings viewers had at home. MTV’s Independence 
Music Stunt was also the lowest-rated on July 4th among the six networks. 
 
 
b) FX (12P-4P) 
         Table 6.2. 12P-4P, Monday – Friday, July 1st – 28th, FX Schedules & Ratings 
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Table 6.2 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
FX was the 2nd highest-rated network within the time frame. Unlike MTV, the network’s 
July 4th programming scored the highest rating of the month by scheduling movies back to back. 
The movie blocks successfully maintained the audience flow and extended the viewership on the 
holiday. Two and a Half Man was used as an occasional bridge to transition from one movie to 
another, but the rating of the show usually dropped from its lead-in movie and did not help 
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increase the rating of the following movie. Scheduling movies back-to-back or scheduling 
comedies in big blocks generally worked better than mixing the two genres together.  
 
 
c) TBS (12P-4P) 
         Table 6.3. 12P-4P, Monday – Friday, July 1st – 28th, TBS Schedules & Ratings 
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Table 6.3 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
The vast majority of TBS’s programs scheduled in the afternoon were sitcoms. July 4th 
was the only day when the network scheduled movies back to back, which made it the highest-
rated day of the month for the network. Like FX, TBS’s highly rated movie blocks on 
Independence Day again proved the value of movie blocks on holidays. Most of TBS’s sitcoms 
were scheduled in strips, which helped to establish stable viewership at specific times. American 
Dad was the network’s strongest show during the time period, out of which the rating usually 
dropped when Wipeout aired. Coming out of Wipeout, the rating decreased even further when 
Cougar Town aired, but Friends could slightly improve the ratings on occasion.  
 
 
d) USA (12P-4P) 
         Table 6.4. 12P-4P, Monday – Friday, July 1st – 28th, USA Schedules & Ratings 
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Table 6.4 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
USA Network’s overall average rating ranked 3rd among the six networks within the time 
frame. The network has been known for consistent line-ups of crime dramas throughout the day, 
and the audience knows where to go when they want to watch crime dramas. The network won 
Tuesdays with its strong crime drama Law & Order: SVU, and it also won Thursdays with its 
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acquired movies and NCIS. The network aired NCIS back to back on July 4th, but if the network 
had scheduled Law & Order: SVU that day, the rating could have been higher because Law & 
Order: SVU had been performing stronger. In general, the USA’s ratings in the afternoon were 
stable.  
 
 
e) A&E (12P-4P) 
       Table 6.5. 12P-4P, Monday – Friday, July 1st – 28th, A&E Schedules & Ratings 
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Table 6.5 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
A&E’s overall average rating placed 5th among the six cable networks within the time 
frame. Similar to USA, A&E has also been known for crime-themed blocks throughout the day. 
However, A&E’s line-ups were generally not as strong as USA’s. Beyond Scared Straight was 
the network’s strongest show in the afternoon and The First 48 was the weakest within the time 
frame.  
 
 
f) History (12P-4P) 
Table 6.6. 12P-4P, Monday – Friday, July 1st – 28th, History Channel Schedules & Ratings 
 
 
  
45 
Table 6.6 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
History Channel was the lowest-rated among the six networks during the period of time. 
Like most of the other networks, History Channel utilized block-scheduling strategy. Although 
the network’s ratings were not very strong, the numbers usually grew across the board. Pawn 
Stars was obviously the network’s strongest program during the period of time, and other 
relatively stronger shows included Counting Cans and Swamp People.  
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Summary (12P-4P, Monday – Friday, July 1st – 28th) 
As in the case of morning blocks, consistency, compatibility, and correlation are equally 
important for the afternoon blocks. It is critical to understand who the available viewers are and 
what they want. It’s important to be consistent – either airing shows in big blocks or multiple 
shows in strips throughout the day, which will help maintain program flow. Most of the networks 
observed in this section had utilized a block-scheduling strategy. TBS was the only network that 
adopted strip-scheduling tactics throughout the day, because the network had a diverse library of 
sitcoms that were short and compatible with each other. Both block scheduling and strip 
scheduling can help build destinations for specific content and establish stable viewership at 
specific times. Movies aired in the afternoon generally worked better than those in the morning. 
The two networks that aired movie blocks on July 4th scored their highest ratings of the month 
(FX and TBS), which proved the value of scheduling movie blocks on holidays.   
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3)   4P-8P (Monday – Friday, July 1st – 28th) 
Below is an overall rank of MTV and some of its top competitors’ average ratings (P 12-
34, Live + Same Day) and each weekday’s rank in the month from 4P-8P. (Source: Nielsen. P12-
34 Live + SD coverage ratings unless noted. ) 
 
 
       
Figure 3. 4P-8P, Monday – Friday, July 1st – 28th, Overall Ratings Rank 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
              Table 7. 4P-8P, Monday – Friday, July 1st – 28th, Ratings Rank Each Weekday 
 
 
 
Source: Nielsen. P12-34 Live + SD 
0.489 0.397 0.393 0.39 0.318 0.283 
00.1
0.20.3
0.40.5
0.6
USA TBS FX MTV BET ABCFAM
4P-8P: Overall Ratings Rank 
4P-8P: Average Rating
4P - 8P 
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MTV USA MTV USA USA
0.453 0.62 0.458 0.485 0.554
TBS TBS TBS FX TBS
0.416 0.411 0.429 0.436 0.363
FX FX USA MTV FX
0.413 0.41 0.39 0.396 0.359
USA BET FX TBS MTV
0.398 0.375 0.347 0.367 0.33
ABCF MTV BET ABCF BET
0.328 0.315 0.335 0.282 0.31
BET ABCF ABCF BET ABCF
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a) MTV (4P-8P) 
         Table 7.1. 4P-8P, Monday – Friday, July 1st – 28th, MTV Schedule & Ratings 
 
 
Source: Nielsen. P12-34 Live + SD 
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MTV ranked 4th among the six cable networks during this time period. Although MTV’s 
performance in early fringe was not as strong as its morning and early afternoon blocks, its 
average rating for the period of time was very close to the networks ranked 2nd and 3rd (FX and 
TBS). From 4P- 8P, MTV continued to utilize block-scheduling strategy and paired compatible 
programs to extend viewership. Ratings for the period of time were stable. 
 
 
b) USA (4P-8P) 
          Table 7.2. 4P-8P, Monday – Friday, July 1st – 28th, USA Schedule & Ratings 
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Table 7.2 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
 USA was the highest-rated among the six cable networks during the time period. The 
network continued with its consistent line-up of crime dramas. Law & Order: SVU remained the 
network’s strongest show, and the ratings for NCIS and its acquired movies were strong and 
stable as well. 
 
 
c) FX (4P-8P) 
            Table 7.3. 4P-8P, Monday – Friday, July 1st – 28th, FX Schedule & Ratings 
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Table 7.3 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
 FX’s overall average rating ranked 3rd among the six cable networks within the time 
frame. The network continued to pair sitcoms with compatible movies throughout the day. How I 
Met Your Mother was stronger than Two and a Half Men and Anger Management, but mixing the 
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three shows together created a balanced schedule. The performance of FX’s acquired movies was 
very strong and stable.   
 
 
d) ABC Family (4P-8P) 
    Table 7.4. 4P-8P, Monday – Friday, July 1st – 28th, ABC Family Schedule & Ratings 
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Table 7.4 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
ABC Family was the lowest-rated among the six cable networks during the time period. 
The vast majority of ABC Family’s programs were scripted, and the network usually paired 
sitcoms with dramas or movies. On Mondays and Tuesdays, encores of the network’s primetime 
dramas were scheduled from 6P – 8P, leading into the network’s primetime premieres. Pretty 
Little Liars had been one of the network’s most popular and well-known dramas. On 7/23 
Tuesday, the rating of Pretty Little Liars (0.71) increased by 61% from its lead-in program 
Twisted (0.28). However, the downside of dramas with continuing plotlines was that they were 
not as repeatable as episodic programs or reality series. The network’s medium-level sitcoms and 
movies did not have very strong performance during the time period. 
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e) BET (4P-8P) 
          Table 7.5. 4P-8P, Monday – Friday, July 1st – 28th, MTV Schedule & Ratings 
 
 
Source: Nielsen. P12-34 Live + SD 
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 BET ranked 5th among the six cable networks within the time frame. The network’s early 
fringe line-up in the month consisted of a music variety show, a comedy drama, acquired movies, 
and encores of the BET Awards Show. The highest-rated show during the period of time was the 
repeat of the BET Awards Show on 7/2 Tuesday, making it the highest-rated afternoon during the 
month. BET mostly aired strips of 106 & Park from 6P -7P, and the ratings of the show were 
stable and strong for a music variety show. The show remained one of the network’s highest-rated 
and the strongest music variety show across both broadcast and cable television. BET’s comedy 
drama The Game performed well. The weakness of the network’s schedule was its acquired 
movies. The average rating of the network’s movies within the time frame was only 0.28. The 
network’s daytime rating would improve if the network had stronger movie titles.  
 
 
f) TBS (4P-8P) 
Table 7.6. 4P-8P, Monday – Friday, July 1st – 28th, TBS Schedule & Ratings 
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Table 7.6 (continued) 
 
 
Source: Nielsen. P12-34 Live + SD 
 
 
 TBS was the 2nd highest-rated network within the time frame. The network continued the 
day with consistent strips of sitcoms. Friends was the strongest show during the time period and 
Kings of Queens and Seinfeld were slightly weaker. As analyzed in earlier sections, the genre 
consistency and strip-programming tactic allowed TBS to create an ultimate destination for 
comedies and to establish stable viewership throughout the day.   
 
Summary (4P-8P, Monday – Friday, July 1st – 28th) 
Similar to the other day-parts, consistency, compatibility, and correlation are important 
for early fringe as well. As the early fringe blocks lead into primetime, it is important for the 
networks to maintain audience flow going into the early evening. The top performers during the 
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time period were those with extremely consistent schedules and genres (USA and TBS) or those 
with highly repeatable shows and versatile movie titles (FX). The lowest-rated networks were 
those with either shows that did not repeat well or with weak movie titles. For example, ABC 
Family had very popular scripted series but those shows were not as repeatable as episodic shows 
or reality series. Dramas with continuing plotlines may help lift ratings if they are scheduled in 
big blocks or all-day marathons. However, such big blocks or marathons do not work on a daily 
basis.   
 
ii)   MTV Primetime Programming Strategy 
 As the last section thoroughly analyzed the daytime programming strategy of MTV and 
some of its top competing cable networks, this section will focus on the core strategy of MTV’s 
primetime programming. Since competition in the TV industry has become ubiquitous, avoiding 
competition is no longer viable. It is extremely important for each network to understand its own 
target audience, find its own voice, and be aggressive. For each quarter, MTV mixes different 
genres and types of programs, both established and new franchises, to create a diverse, 
competitive, and balanced primetime schedule. MTV has a versatile portfolio of hit programs to 
serve its viewers, which spans scripted to reality, and appointment TV to DVR favorites.  The 
chart below illustrates MTV’s primetime genre consistency by night: 
 
 
  Table 8. MTV Programming Genre Consistency by Night 
 
Monday Tuesday Wednesday Thursday Friday 
Scripted & 
Reality 
 
e.g.  
Teen Wolf,  
Awkward,  
Teen Mom 
Core Female 
 
e.g.  
Snooki & 
JWoww, Girl 
Code,  
Nikki & Sara 
Broad Reality 
 
e.g.  
Real World,  
The 
Challenges 
Loud Reality 
 
e.g. 
Ridiculousnes
s,  
Jersey Shore, 
Buckwild 
Rated MTV 
(Movie 
Night) 
 
Series 
Encores  
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Establishing genre consistency by night helps build themes for specific nights. After 
Jersey Shore concluded, Monday night became MTV’s strongest night. The Teen Mom franchises 
continued to maintain high ratings on Monday nights, and the network’s two scripted series Teen 
Wolf and Awkward have been establishing devoted youth fan bases over the past two years. MTV 
has developed a variety of core-female programs for Tuesday nights, but none of them have 
become big hits for the network in 2013. The performance of Snooki & JWoww, a Jersey Shore 
spin-off, has been mediocre since its launch and the ratings have been in downtrend season to 
season. Girl Code has been stable on Tuesday nights and it has become a great repeatable asset 
for other day-parts. Wednesday nights have been home for the network’s long-lived reality 
programs Real World and The Challenge. Although the two programs have built stable 
viewership over the years, they both have shown signs of fatigue. Both shows’ ratings have been 
declining season to season. Thursday night continued with the loud reality theme after Jersey 
Shore has ended. The short-lived reality series Buckwild was an immediate hit but MTV opted not 
to renew for a second season after the tragic death of a cast member. Rob Dyrdek franchises, 
Ridiculousness and Fantasy Factory, have also established very stable viewership on Thursday 
nights, and both programs are very strong repeatable assets. Friday night is typically the 
network’s Rated MTV (Movie Night), featuring teen-oriented movie titles. Since MTV has 
limited number of strong movie titles, the network also airs series encores on Friday nights when 
there are no strong movie titles available. 
MTV’s primetime originals are typically launched Monday through Thursday, at 10P 
and/or 11P. The strength of the 10P lead-in program can significantly affect the performance of 
the 11P premiere. There are numerous successful examples of MTV utilizing its established 
franchises at 10P to launch a new series/season at 11P.  For instance, the network aired Teen 
Mom 2 at 10P in Q1 2013, leading into the series premiere of Catfish at 11P. As Catfish S1 had 
become an immediate hit and started establishing stable viewership, MTV moved Catfish S2 to 
Tuesday at 10P in Q4 2013 to anchor a relatively weaker show Nikki & Sara at 11P.  
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Sneak peek is another tactic MTV uses to promote and drive viewers to its upcoming 
series. The network takes advantage of its annual special events such as MTV Video Music 
Awards and MTV Movie Awards, following which the network airs sneak-peek episodes of 
upcoming series. MTV also provides sneak peeks at new series following its current hit programs 
a few weeks prior to the launch of new series.  
 Utilizing an established theme/night to launch a new series has also been successful for 
MTV. For example, Jersey Shore previously aired on Thursdays, and the network promoted the 
night as “Jerseyday,” which not only helped viewers remember its time but also established the 
loud-reality theme of the night. After Jersey Shore concluded, the network launched a similar 
program Buckwild on the same night to take advantage of the established viewership. The show 
became an immediate hit and created significant online social buzz. Unfortunately, as one of the 
Buckwild cast members tragically passed away, the network had to cancel the show, but the loud-
reality theme carried on Thursday night. Other loud-reality shows such as Ridiculousness, 
Failosophy, and The Show with Vinny (cast member from Jersey Shore) were aired on Thursday 
nights through the end of the year.  
All-day or weekend stunts work effectively to launch a season premiere or season finale. 
For scripted series like Awkward or Teen Wolf, an all-day marathon airing on a weekend prior to 
the new season premiere not only provides a recap of the previous season(s) to the existing 
audience but also offers those who have never seen the series an opportunity to binge watch. On 
the day of a season finale, an all-day marathon builds awareness and drives viewers to the finale 
night, and MTV also takes advantage of the finale night to heavily promote the following or 
upcoming series.  
 Aftershow or reunion is a great way to extend the primetime premiere block and increase 
the audience’s time spent viewing. For example, as Teen Wolf became MTV’s most popular 
scripted series, the network developed a new Teen Wolf-centric talk show, Wolf Watch, to air after 
each episode similar to AMC’s Talking Bad and Talking Dead. Cast member Jill Wagner hosts 
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the chat show joined by fellow stars and celebrity fans. For reality series like Catfish and Real 
World, reunion episodes are produced to accompany some of the regular episodes in order to 
maintain audience flow and ratings retention.  
As new technologies have been changing viewing habits by allowing viewers to access 
content on multiple platforms, TV networks have to innovate their programming and scheduling 
strategies to keep up with the audience needs. MTV has started utilizing some other viewing 
platforms to promote their programs and bolster ratings. Netflix had been treated as an enemy to 
the TV industry, but it has become a great revenue source and promotion tool for TV networks in 
recent years. For example, prior to the launch of Awkward S3, MTV put the previous seasons of 
Awkward on Netflix for one month. The limited one-month availability built awareness and urged 
Netflix users to binge watch the show before its new season launched. Additionally, some of 
MTV’s programs are available on MTV.com, giving audiences opportunities to catch up 
whenever they want. However, episodic hits like Ridiculousness and Girl Code are not available 
online because they are highly repeatable assets on linear TV.  
MTV launched its own mobile app in April 2013, and the network has been actively 
experimenting with introducing new shows on the app. MTV released a full season of a new 
series named Wait Till Next Year on the app one week before the first episode shown on TV. 
MTV also pre-released a sneak-peak of a new documentary, Generation Cryo, one week before 
its TV audience would get to see it. According to Robyn DeMarco, Executive Vice President of 
MTV Programming & Content Strategy, “our audiences are living on these devices and these 
platforms provide new opportunities to super serve exclusive content to our fans while 
simultaneously creating new ways to integrate our ad partners” (Chariton).  
The loss of Jersey Shore in Q1 2013 made the rest of the year extremely challenging for 
MTV. Below is a cable program rank for 2013. (Source: Nielsen, live +same day, P 12-34, 
original cable series, ranked on 000s. Excludes: sports, miniseries, election coverage, and 
specials.)  
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Table 9. FY 2013 Cable Program Rank (P 12-34) 
 
 
 
Source: Nielsen, live +same day, P 12-34, original cable series, ranked by 000s. Excludes: sports, 
miniseries, election coverage, and special 
 
 
 
The final season of Jersey Shore was the 4th most-watched cable program in 2013, behind 
Walking Dead, Duck Dynasty, and Breaking Bad. Jersey Shore was not only MTV’s highest-rated 
series in 2013 but also the network’s most-watched series telecast ever. As Jersey Shore’s fourth 
RANK NET PROGRAM T/C  P 12-34 
#1 AMC WALKING DEAD 16 5,124 
#2 A&E DUCKY DYNASTY 31 2,557 
#3 AMC BREAKING BAD 6 2,331 
#4 MTV JERSEY SHORE SSN 6 13 2,125 
#5 HBO GAME OF THRONES 10 1,839 
#6 FAM PRETTY LITTLE LIARS 23 1,828 
#7 VH1 LOVE & HIP HOP ATLANTA 2 15 1,734 
#8 MTV BUCKWILD 12 1,725 
#9 FX SONS OF ANARCHY 11 1,670 
#10 MTV TEEN MOM II 24 1,662 
#11 MTV CATFISH 22 1,587 
#12 AMC TALKING DEAD 16 1,504 
#13 HBO TRUE BLOOD  10 1,470 
#14 NICK ICARLY  7 1,462 
#15 CMDY TOSH.O 26 1,411 
#16 MTV TEEN WOLF SSN 3 12 1,367 
#17 A&E MODERN DADS 4 1,332 
#18 CMDY SOUTH PARK  6 1,326 
#19 EN KEEPING UP KARDASHIANS 14 1,270 
#20 FX AMERICAN HORROR STORY  13 1,264 
#21 TLC BREAKING AMISH 6 1,229 
#22 MTV SNOOKI & JWOWW SSN 2 12 1,219 
#23 MTV JERSEY SHORE SSN6 AFTERSHOW  5 1,170 
#24 VH1 HIT THE FLOOR 10 1,170 
#25 VH1 T.I. AND TINY COMBINED 25 1,161 
#26 MTV AWKWARD SSN 3 10 1,157 
#27 NICK SPONGE BOB 14 1,103 
#28 BET REAL HOUSEBANDS OF HOLLYWOOD 10 1,092 
#29 NICK  VICTORIOUS 11 1,090 
#30 VH1 LOVE AND HIP HOP 3 12 1,081 
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and fifth season started showing signs of fatigue, MTV had to end the show after its sixth season 
and started preparing for a life after Jersey Shore. Living a post-Jersey-Shore life is tough and 
challenging for MTV because the network is desperately in need of new hits to offset the loss of 
Jersey Shore.  
MTV created spinoffs of Jersey Shore, such as The Pauly D Project, Snooki & JWoww, 
The Show With Vinny, but none of these spinoffs’ ratings equaled the original. Snooki & JWoww 
is the only spin-off that is still on air, but its season-to-season rating has been in downtrend. The 
network launched a-Jersey-Shore-like series Buckwild, which became an immediate hit and 
ranked 8th among all the cable series in fiscal year 2013. Unfortunately MTV had to cancel 
Buckwild after one of the cast members died in an accident. Another popular program launched in 
2013 was Catfish, a show that reveals truths and lies of online dating. Catfish clicked with the 
millennial generation, ranking 11th among all cable programs in 2013 and being a valuable repeat 
asset for MTV.  
Although the performance of MTV’s returning series such as Teen Mom 2, the newly 
launched Teen Mom 3, Teen Wolf, Awkward, Ridiculousness, Real World, and The Challenge, 
continues to be stable, some of the network’s new launches in the year failed to connect with the 
viewers: Underemployed, Zach Stone Is Gonna Be Famous, Washington Heights, Alectrix, and 
Failosophy. To accompany Awkward and Snooki & JWoww on Tuesday nights, MTV launched 
two core-female shows: Nikki & Sara Live, a late night talk show; Ke$ha: My Crazy Beautiful 
Life, a documentary series that chronicles Ke$ha’s personal and professional life. Although both 
shows’ performance was mediocre, their existence diversified MTV’s primetime portfolio, and 
both shows were renewed for a second season. Both programs have received positive response 
from viewers, especially the documentary series about Ke$ha, which the viewers praised for 
bringing music back to MTV and expressed interest in seeing more series like this.  
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Summary (Primetime Programming Strategy) 
 The essence of MTV programming strategy in primetime is to establish theme and genre 
consistency by night, utilize established franchises to launch new series, and mix different genres 
and types of programs to create a competitive, diverse, and balanced schedule. The performance 
of the lead-in program at 10P can significantly affect the 11P program’s rating, so compatibility 
between the programs is critical.  Aftershow or reunion is a great way to extend the original series 
and maintain program flow. Other tactics MTV has utilized to build awareness and drive viewers 
to its primetime premieres include sneak peeks at upcoming series and all-day/weekend 
marathons leading into series/season premieres or finales. Last but not least, MTV has also been 
taking advantage of other viewing platforms such as MTV.com and Netflix, and actively 
experimenting with introducing new shows on the MTV mobile app.  
 
iii)   MTV Weekend Programming Strategy and Special Events 
 Unlike weekdays, weekend programming is usually not as consistent because the 
audience’s schedule is more flexible, and competition is less predictable; therefore, weekends 
present great opportunities for special stunts. MTV is still in the phase of experimenting with 
weekend programming and trying to understand what works for its audience. MTV’s weekend 
programming currently consists of original encores, acquired movies, and original specials, in big 
blocks or all-day-stunt formats. The chart below illustrates MTV’s historical relationship between 
weekends and weekdays in the past five years. (Source: Nielsen, Live + Same Day, Total Day, 
Daypart Averages, P 12-34). 
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Figure 4. Weekdays vs. Weekend Ratings Comparison FY 09 – FY 13 
 
 
   Source: Nielsen, Live + Same Day, Total Day, Daypart Averages, P 12-34 
 
 
As the chart above indicates, MTV’s weekends in 2009 were rated higher than the same 
year’s weekdays and weekends, which was mainly due to the strong weekend blocks that 
consisted of fresh, compatible, and highly repeatable programs, such as The Hills, My Super 
Sweet Sixteen, America’s Best Dance Crew, Rob and Big, Fantasy Factory, Nitro Circus, 
Pranked, etc.. However, the following years’ (2010-2013) weekend average ratings were lower 
than their weekday average ratings or entire week’s average ratings because of the network’s lack 
of fresh repeatable assets. Although Jersey Shore helped improved ratings across the schedule 
from 2010 – 2013, competition within the TV industry and challenges from other viewing 
platforms made it difficult to improve weekend ratings. According to MTV executives, weekends 
have become opportunities for young viewers to catch up on alternative viewing platforms, such 
as Netflix, Hulu, and TV networks’ official websites and mobile apps.  
Because of the loss of Jersey Shore, 2013 was a challenging year for MTV. In Q1 2013, 
when the final season of Jersey Shore was on air, Jersey Shore encores accounted for 31% of the 
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weekend schedule, which equaled 196 hours of contents. After Jersey Shore concluded, MTV has 
been experimenting with a variety of weekend specials and stunts to lift weekend ratings. 
Compared to 2012, MTV’s weekday (Monday through Friday) average rating in 2013 was down 
10%, but its weekend average was down only 4% (excluding 2013 VMAs) / 1% (including 2013 
VMAs).  
Some of the weekend stunts that performed exceptionally well were the ones that 
included fresh and strong content that were clearly defined by an overarching theme. For 
example, two of the network’s top weekend performers in 2013 were Rom Com Marathon and 
Rom Com Marathon II. Both stunts consisted of back-to-back romantic comedy movies, some of 
which premiered for the first time on MTV. Both romantic comedy marathons were followed by 
2-hour Girl Code premiere (4 episodes) blocks in the evening. The romantic and girly theme 
established on these two Sundays not only maintained program flow smoothly but also 
counterprogrammed sports or other male-oriented programs on other channels.   
For weekend stunts without a central theme, MTV tested inserting creative host wraps in-
between movies/shows; these special packages helped engage viewers and smoothly transition 
from one program to another. For example, MTV’s Weekend Brunch stunt on 4/7/2013 consisted 
of an 11-hour movie marathon with wraps hosted by talents from Girl Code, Snooki & JWoww, 
Teen Wolf, and Awkward, discussing their favorite movies and other topics. The movie marathon 
and host wraps significantly lifted the day’s rating, which was up 29% versus the prior 4 
weekends.  
Beginning in summer 2013, MTV started testing original specials on weekends. Some of 
the top performers included: Being Maci, a Teen Mom special, rated 0.91 (P 12-34) which was up 
122% versus the prior 4 weeks; 2 Girl Code premiere blocks, one of which was up 95% (0.76, P 
12-34) and the other was up 71% (0.7, P 12-34) versus the prior 4 weeks; Miley: The Movement, 
a Miley Cyrus documentary, was up 58% versus the prior 4 weeks (0.68, P 12-34). Some of 
MTV’s original specials clicked with the millennial generation and created significant online 
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social buzz. For example, Justin Bieber: Never Say Never was the 10th most social cable program 
of the week and MTV’s #1 most social program of the week, generating 551,862 tweets (Source: 
MTV Internal Research Report).  
Unlike FX, ABC Family, and other cable networks with versatile portfolios of acquired 
movies and series, acquisitions are a relatively small part of MTV’s overall mix. However, MTV 
has been trying to decrease its reliance on series repeats and drive its ratings on days when the 
network does not premiere original series (i.e. Friday through Sunday). In 2012, movies 
accounted for 14% of MTV’s weekend schedule, increasing to 19% in 2013. The percentage is 
expected to grow as MTV continues to acquire youth-oriented titles, serving as anchors for its 
themed stunts on weekends. Strong and compatible movie titles can significantly bolster holiday 
schedules. ABC Family is an example; the network’s well-known 25 Days of Christmas stunt 
contains a number of Christmas-themed and general-interest family movies such as Home Alone, 
Harry Potter, Beauty and Beast, etc. ABC Family’s 25 Days of Christmas stunt has become a 
destination for holiday movies/specials for families. The Christmas stunt drew 2.8 million 
viewers in 2012 (Morabito, 2012). Another popular holiday stunt by ABC Family, 13 Nights of 
Halloween, consists of horror/Halloween themed movies and shows. The Halloween stunt drew 
1.53 million viewers in 2012 (2012). MTV currently does not have a versatile movie library, but 
the network has taken advantage of its highly repeatable original content such as Ridiculousness, 
Girl Code, and Catfish, and a small number of holiday-themed and general interest movies upon 
which to build its holiday schedules.   
MTV Video Music Awards and MTV Movie Awards are able to draw millions of young 
viewers from teens to 20-somethings each year. The below charts illustrate the P 12-34 ratings 
(live + same day) for the two annual events in the past two decades: 
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Figure 5. MTV VMAs L + SD Ratings (P 12-34) 1994 – 2013 
 
 
Source: Nielsen, L+SD, P 12-34 
 
 
  Figure 6. MTV Movie Awards L+SD Ratings (P 12-34) 1994 – 2013 
 
 
Source: Nielsen, L+SD, P 12-34 
 
 
The charts indicate similar ratings trends for both shows in the past twenty years. Both 
MTV Video Music Awards and Movie Awards’ ratings increased steadily from 1994 to 1999, and 
they both jumped to very large viewership in 1999 and 2002. However, both events’ ratings 
fluctuated and trended downward from 2003, and the numbers did not pick up until 2009/2010. 
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Following two years of viewership growth, VMAs in 2012 was down 51% versus the previous 
year. The circumstances for VMAs in 2012 were different than in previous years. There was 
tougher than usual competition across cable in 2012 because of multiple hours of Democratic 
National Convention coverage. Usually broadcast live on Sunday, the network decided to test 
Thursday in 2012, which put the ceremony in direct conflict with President Obama’s planned 
speech at the DNC. Just two days prior to the show, MTV announced that the ceremony would 
move up one hour to avoid the direct conflict. The date choice and the last-minute time change 
directly affected VMAs rating in 2012.   
MTV moved the VMAs back to Sunday in 2013, where there was no major competition. 
Even though 2013’s VMAs did not break the ratings record set in 2011, the show enjoyed a 66% 
increase from 2012 thanks to the NSYNC reunion and Miley Cyrus’ controversial performance. 
According to an MTV Research Report, the 2013 VMAs also made MTV digital history on the 
Monday after the ceremony, shattering every record ever set. It was the best day in MTV Digital 
history (11 million visitors and 24 million streams), with the largest single clip in MTV history 
(the Miley Cyrus performance), the largest day in MTV mobile app history in terms of visitors 
and streams, and the biggest non-sports TV event in social history (2nd only to 2013 Super Bowl), 
generating 306K tweets per minute during Miley Cyrus’ performance.   
Year to year, the MTV Movie Awards enjoyed a 22% increase in 2013. Usually held in 
late May/early June, MTV decided to move the ceremony to April starting in 2013. Considering 
competition, this strategic move allowed the MTV Movie Awards to avoid sports programming in 
May/June; taking revenue and collaboration with movie studios into account, this also serves as 
an earlier event in the year for movie companies to promote their new and upcoming film 
releases. According to Nielsen, the MTV Movie Awards in 2013 was the #1 telecast of the day 
across all TV. 
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Summary (Weekend Programming Strategy and Special Events) 
 MTV has been experimental and creative with its weekend schedules in recent years. 
Since the network’s weekend programming currently consists of no primetime series premieres, 
weekend stunts can help lift ratings, some of which can exceed weekday ratings. Important 
elements that can lead to a high-rated weekend stunt for MTV include: fresh and strong content 
defined by an overarching theme, content-specific wraps hosted by talent, series launch or finale 
marathons, and highly-anticipated original specials such as a Miley Cyrus documentary and a 
Justin Bieber special. Although acquisitions are a relatively small part of MTV’s overall mix, the 
network has been trying to decrease its reliance on original encores and continue to expand its 
acquisition library with youth-oriented titles.  
The ratings for MTV Video Music Awards and MTV Movie Awards fluctuated in the past 
two decades. As the competition across both broadcast and cable has become intense, MTV has 
been actively testing different strategies to maximize both awards shows’ viewership and revenue. 
Choosing the right date, bringing fresh content, and promoting heavily on various platforms are 
extremely important for both events. Both ceremonies in 2013 enjoyed viewership increases and 
visitor growth online, and generated an enormous amount of social buzz online.  
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CHAPTER 5: DISCUSSION 
 
The convergence of music and television allowed MTV to successfully connect with 
young generations and reshape youth culture since its inception in 1981. As the Internet and other 
new technologies have been changing audience viewing habits, TV networks must evolve 
periodically to stay competitive. MTV’s evolutionary path is a primary example. Shifting its 
focus from music to reality programming, MTV successfully re-branded and re-gained ground in 
young demos with strong reality programs. MTV’s most-watched reality series, Jersey Shore, 
garnered record ratings and saved the network from a ratings slump at a time when viewership 
across both broadcast and cable television was challenged by online and delayed viewing. The 
ratings for Jersey Shore created an over-emphasis on one night for MTV; maintaining viewership 
after Jersey Shore concluded and building new nights had become MTV’s biggest challenges. 
The purpose of the thesis is to offer a brief discussion of the current competitive landscape for 
MTV, a thorough analysis of the network’s programming in different day-parts, and some 
suggestions for its programming strategy going forward.  
 
The research questions include the following: 
1. What is the current competitive landscape? What are the major programming threats 
and issues MTV has to face? 
2. What is MTV programming’s competitive advantage and disadvantage in different 
day-parts? 
3. What are the challenges MTV has to face particularly after the conclusion of Jersey 
Shore? 
4. What tactics has MTV utilized to bolster ratings?  
5. How can MTV build a more competitive and balanced programming schedule? 
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i) Competitive Landscape  
The entire TV industry has been affected by online and delayed viewing. The conclusion 
of Jersey Shore in the first quarter of 2013 made the rest of the year even more challenging for 
MTV. Based on Nielsen ratings, the three ranks presented in the Competitive Landscape section 
indicate that MTV still dominates young demographics, especially the F 15-24 group, among all 
the full-day, ad-supported, non-sports cable networks. 
Ranked by total viewers, MTV was the most-watched cable network in 2013. The other 
top 10 cable networks included Comedy Central, ABC Family, FX, USA Network, TBS, TNT, 
A&E, BET, and History Channel. Ranked by percent composition of P 15-24, MTV had the 
highest percent composition of young demos, followed by MTV 2, Comedy Central, VH1, Teen 
Nick, Fuse, ABC Family, Tr3s, E!, and BET. Ranked by young female viewers (median age ≤ 35, 
female composition ≥ 50%), 11 of the top 25 young-female-skewed cable programs belonged to 
MTV in 2013. Teen Wolf was MTV’s most-watched scripted series in the demo, and Jersey Shore 
was the network’s most-watched reality program in the demo. ABC Family started gaining 
ground in the young female demo with its strong scripted series over the past 2 years. VH1 is also 
very competitive in the female demo but its audience’s median age is slightly older than that of 
MTV.  
In addition to the networks above, other key competitors include HBO, AMC, and 
Netflix, who have been delivering premium content to viewers across all demos. Although 
competition in the TV industry has become tougher across the board, 2013 has seen at least nine 
newly launched channels. All of the established and new networks are sharing the same 
problems: How to attract the millennial generation, how to compete within the industry, and how 
to compete with alternative viewing platforms. 
Another issue that all TV networks face today is how to adjust to a time-shifting world. 
Although more and more programs’ live + same day ratings have seen a decrease season to 
season, it does not necessarily mean that the viewership is declining. The viewership is often 
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delayed, as 46% of U.S. TV homes are able to schedule recordings and watch programs whenever 
they like (Block, 2012). Networks today only get paid for the first three days’ viewing in DVR, 
but as DVR viewing occurs after the fourth day has been increasing, some TV networks have 
been working to convince advertisers to expand the current system. If the networks are able to 
expand the current system, this will allow TV networks to earn more advertising revenue and 
invest more in development and production. This may change the current situation for the 
traditional TV industry, as the networks may be able to produce higher quality content to compete 
with online viewing platforms such as Netflix and Hulu that have started producing their own 
original content.  
 
ii) Daytime Programming Strategy 
Based on Nielsen ratings (July 1st – 28th 2013, P 12-34, Live + Same Day), MTV 
dominated 8A-12P and 12P-4P among the six networks in the month by scheduling some of its 
favorite program encores in big blocks. For 4P-8P, MTV ranked just 4th among the six networks, 
as some other networks such as FX and USA had stronger repeatable assets and movie titles.  
Consistency, compatibility, and correlation are critical elements for daytime 
programming on weekdays. Top-performing networks observed during the time period are 
usually those with consistent schedules and genres (e.g. USA and TBS), highly repeatable assets 
(e.g. MTV), and versatile movie titles (e.g. FX). The program layout and genres need to be 
consistent, and the lead-in and lead-out programs need to be compatible/correlated to maintain 
audience flow. Both block scheduling and strip scheduling strategies can help build destinations 
for specific content and establish stable viewership.  
Another conclusion that can be drawn from the study is that big blocks of movies are 
usually rated higher than regular TV series on holidays such as July 4th. During regular weekday 
mornings, movie blocks generally do not work as well as dramas/sitcoms because people tend to 
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multi-task in the morning and are more likely to watch something that is easier to jump in and 
jump out of.  
MTV’s daytime programming is generally strong and stable, but one major weakness is 
the network’s lack of versatile movie titles. Since acquisitions still play a relatively small part of 
the network’s programming mix, MTV depends quite heavily on its encores of original series to 
support its daytime ratings. Although a large number of the network’s programs are highly 
repeatable (e.g. Girl Code, Ridiculousness, 16 & Pregnant), many of the programs have been 
repeated too many times, which hurt the ratings to some extent. If MTV is able to acquire more 
youth-oriented movie titles, it will reduce the network’s reliance on encores of original series and 
improve ratings throughout the day.  
 
iii) Primetime Programming Strategy  
The essence of MTV’s primetime programming strategy is to establish theme and genre 
consistency by night, utilize established franchises to launch new series, and mix different genres 
and types of programs to create competitive, diverse, and balanced primetime schedules. Jersey 
Shore created an over-emphasis on one night for MTV, but the network has been trying to build 
out other nights to create a more balanced schedule. After Jersey Shore concluded, MTV 
attempted to maintain its viewership by launching similar series on Thursday nights and build 
genre/theme consistency for other nights.  
Monday nights usually feature MTV’s scripted and reality hits such as Teen Wolf, 
Awkward, and Teen Mom; Tuesday nights have established core female themes by presenting 
female-skewed programs, such as Snooki & JWoww, Girl Code, and Nikki & Sara; Wednesday 
nights usually air broad reality programs such as Real World and The Challenge franchises; 
Thursday nights are known for loud reality series such as Jersey Shore, Ridiculousness, and 
Fantasy Factory.  
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MTV’s original series premieres in primetime are usually launched Monday through 
Thursday at 10P and/or 11P. The strength of the lead-in program at 10P may significantly affect 
the performance of the following program at 10:30P/11P. Aftershow or reunion is a great way to 
extend original series and maintain program flow. Other tactics MTV has utilized to build 
awareness and drive viewers to its primetime premieres include sneak peeks at upcoming series 
and all day/weekend marathons leading into series/season premieres or finales. MTV has also 
been taking advantage of online viewing platforms such as MTV.com and Netflix, and actively 
experimenting with introducing new shows on the MTV mobile app.  
 
iv) Weekend Programming Strategy and Special Events 
MTV’s weekend programming currently consists of no primetime series premieres and 
usually features encores of original series, acquired movies, and original specials, in either big 
blocks or all-day-stunt formats. MTV is still in the phase of experimenting with its weekend 
programming and trying to understand what works for its audience. Important elements that can 
lead to high-rated weekend stunts for MTV include: fresh and strong content defined by an 
overarching theme, content-specific wraps hosted by MTV talent, series launch/finale marathons, 
and highly-anticipated original specials such as the Miley Cyrus documentary and the Justin 
Bieber special. Acquisitions are still a relatively small part of MTV’s overall programming mix, 
but the network plans to decrease its reliance on encores of original series and continues to 
expand its acquisition library with youth-oriented titles. Broadcast networks usually premiere new 
series on Sunday nights, and some cable networks also launch premieres on Sunday nights. 
Whether to expand series premieres to Sunday nights and take advantage of the potential 
viewership that night is something MTV should consider.   
MTV Video Music Awards and MTV Movie Awards are two of the network’s most-
watched programs each year. Although ratings for the two events fluctuated in the past two 
decades, the network has been actively testing different strategies to maximize both shows’ 
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viewership and revenue. Both ceremonies enjoyed viewership increase and visitor growth online 
in 2013, and also generated enormous amounts of online social buzz. The ratings for the two 
events are likely to keep up as long as the network brings fresh content each year, and avoids 
important sports games and major competition on Sunday.  
 
Limitations 
 There are a few limitations to the study, one of which is related to the period of time 
observed for the programming analysis and competitive research. For the Daytime Programming 
Strategy section, only July 2013’s daytime programming blocks are observed and analyzed as 
examples to represent each network’s programming strategy. The limited period of time observed 
and analyzed in the section does not represent a network’s long-term daytime programming 
strategy and the ratings for a single month do not fully indicate a network’s performance in the 
long term. Another limitation is related to the number of cable networks observed and analyzed 
for each of the day-parts (8A- 12P, 12P-4P, 4-8P). Only five of MTV’s top-competing cable 
networks are observed for each day-part, and the limited number of cable networks examined 
does not illustrate the full competitive landscape. Other limitations are related to the Nielsen data 
presented in the study. Although Nielsen is an objective third party provider of data, the author is 
not a subscriber and does not have access to the complete data set. Therefore, the Nielsen ratings 
and other data presented in the study were furnished by MTV, the subject of the study. 
Additionally, the study is primarily focused on ratings to gauge a network/program’s success, and 
it does not take other critical factors affecting a network’s performance into account, such as a 
program’s budget, marketing, promotions, advertising revenues, return on investment, etc..  
 
Recommendations for Future Research 
There are several recommendations for future research. Primarily, conducting a more 
extensive programming observation and analysis could minimize some of the limitations outlined 
  
76 
in the study. In order to fully indicate a network’s programming strategy and ratings 
performance/stability, observing specific programming blocks for a longer period of time could 
improve the accuracy. To illustrate a more complete competitive landscape, observing and 
analyzing more networks targeting at the same demographics could improve the results. Second, 
this study primarily used ratings to gauge a program’s success or a network’s strength within a 
specific period of time. For future studies, taking more factors into account (e.g. program budget, 
longevity, return on investment, advertising revenue) could better assess a program’s 
performance or a network’s programming strategy. Finally, this study briefly discussed some of 
the latest developments and issues affecting the TV industry. Future studies could further 
examine issues regarding online and delayed viewing, and measure their impacts on traditional 
linear TV more thoroughly.   
 
Conclusion 
The competition across both broadcast and cable television has become ubiquitous, and 
avoiding competition is no longer viable today. It is extremely important for each network to 
understand its own target audience, find its own voice, and be aggressive. Based on Nielsen 
ratings report for 2013, MTV is still one of the dominating cable networks in young demos, 
especially in F 15-24, among all the full-day, ad-supported, non-sports, cable networks. After 
Jersey Shore, MTV’s most-watched series in history, concluded in the first quarter of 2013, the 
network has launched a variety of new programs in an attempt to offset the loss. A few new 
programs MTV launched in 2013 successfully connected with its audience: Buckwild, Catfish, 
Girl Code, and Teen Mom 3 (with new cast members), but none of these new shows’ performance 
can be compared to Jersey Shore. Some of MTV’s established hits, such as Snooki & JWoww S2, 
Catfish S2, Real World franchises, and The Challenge franchises, have started showing signs of 
fatigue compared to their previous season(s). Although the performance of MTV’s two scripted 
series, Teen Wolf and Awkward, has been stable, the network needs a supply of fresh scripted 
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titles as backup in case the two series also start showing signs of fatigue. Therefore, MTV’s 
priority for 2014 should be to fortify and diversify primetime by launching new hits to 
compliment rest of the schedule, and to develop more innovative series that represent a 
genre/format/theme that is missing from its current air. 
MTV currently launches new programs in primetime Monday through Thursday only. An 
important issue the network needs to consider in the near future is whether to increase primetime 
hours and expand primetime premiers to Sunday if the network’s budget allows. All of the 
broadcast networks and several cable networks launch new programs on Sunday, but MTV 
currently only airs encores, movies, or specials on Sunday evening. Some of the highest-rated 
cable programs aired on Sunday evening include Walking Dead, Mad Men, Boardwalk Empire, 
Girls, and so on. Although the competition on Sunday night is intense, MTV should explore and 
take advantage of the potential viewership on Sunday, which may help the network continue to 
dominate young demos. 
If MTV is able to launch more new hits and build out new nights in 2014, the strength of 
primetime programming will help drive ratings across the schedule in all day-parts. MTV’s 
strength in daytime is its program consistency and compatibility. The majority of MTV’s 
programs are youth-oriented reality programs, and it is easy to mix, match, and build consistent 
and compatible programming blocks. MTV’s weakness in daytime is its lack of fresh repeatable 
assets and strong movie titles. MTV has a diverse library of repeatable assets (e.g. Ridiculousness, 
Fantasy Factory, Catfish, Girl Code, Guy Code, 16 & Pregnant, True Life, etc.), but many of the 
programs have been repeated too frequently. Acquisitions still play a relatively small part of 
MTV’s overall programming mix, but the network needs more fresh youth-oriented movie titles 
to support not only its daytime programming but also its weekend and holiday programming.  
MTV has been experimenting with various programming strategies to improve its 
weekend and holiday ratings. Some of the important elements that can lead to successful 
weekend/holiday stunts for MTV include: fresh and strong content defined by an overarching 
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theme, content-specific wraps hosted by talent, series launch/finale marathons, and highly-
anticipated original specials such as the Miley Cyrus documentary and Justin Bieber special. The 
problem with MTV’s weekend/holiday schedules is similar to that of its weekend programming, 
which is lack of fresh repeatable content and strong movie titles. If MTV’s budget allows, the 
network should not only strengthen its primetime programming but also increase primetime hours. 
More quality primetime hours will improve ratings across the schedule. MTV should also invest 
more in movie acquisitions. The network needs more youth-oriented and general-interest/family 
movies to support its weekend and holiday schedules.  
As new technologies play more and more important roles in the lives of today’s 
audiences, online viewing and delayed viewing have a significant impact on the TV industry.  All 
networks have to adjust their programming strategies to keep up with people’s changing viewing 
habits. MTV keeps some of its traditional programming strategies, such as utilizing strong lead-in 
programs to driver viewers to the following programs, using aftershow or reunion episodes to 
extend viewership, airing sneak peeks or specials to build awareness around series or season 
premieres, launching all-day or weekend marathons to allow viewers to binge watch. In addition 
to these traditional strategies, MTV has taken advantage of online viewing platforms (e.g. 
MTV.com, Netflix, Amazon Prime) to expand its viewership and generate extra revenue sources. 
The network has also developed an MTV mobile app to engage viewers through social platforms, 
allowing viewers to check schedules, watch clips/episodes, and form discussion groups on 
multiple platforms. MTV experimented with introducing new programs and sneak peeks on the 
app, but it is still too early to tell how much this strategy can help improve ratings in the long 
term.  
Last but not least, TV networks have been trying to adjust to a time-shifting world as 
DVR penetration has increased significantly and has a real impact on viewership. Some of MTV 
programs’ live + same day ratings have been in downtrend, but DVR viewing can boost the 
lagging numbers when 3 days or a week’s worth of DVR usage is included. Live + same day 
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ratings obviously do not reflect the complete picture today, and some networks have been 
working to convince advertisers to expand the current system. If the TV networks can get paid for 
the delayed viewing that occurs between the fourth and seventh day or even longer, they have 
potentially bigger budgets to produce higher quality programs in the future. In MTV’s case, the 
network may be able to increase primetime hours, produce more scripted series, and acquire 
stronger movie titles.  
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